Abstract
Introduction

24
In the last decades consumer demand for health-enhancing food products, such as Gaining more insight on consumers' preferences for a wide range of heath-6 enhancing dairy products may benefit both dairy manufacturers and consumers, as it 7 will be illustrated throughout the manuscript. Furthermore, the results of this review, 8 along with its limitations, will help identifying avenues for future research, as it will be 9 illustrated in the final section of this article. 
Methods
12
We used a systematic literature review methodology for the social sciences to 13 select articles from online academic search engines. Compared to narrative reviews, the 14 systematic literature review technique has the advantage of being based on an explicit 15 and accurate study selection process which involves a multi-step procedure similar to 16 that used in research surveys (Cooper, 1998; Littell & College, 2006) . Additionally, the 17 systematic review process required findings to be weighted according to the quality of 18 the study they originate from; therefore an ad hoc quality assessment protocol was Studies selection 23 An initial inventory of relevant online databases was created. Scopus, 24 ScienceDirect, and Google Scholar were identified as search engines from which to 25 retrieve the studies to be included in the review. Google Scholar, ScienceDirect and The search process was restricted to research papers published in English in peer As illustrated in figure 1, the selection process continued with three steps in which 13 inclusion/exclusion criteria reduced the number of studies gradually, by means of 14 structured queries developed using Boolean operators and two sets of keywords. The 15 first set of keywords included terms referring to the most frequently consumed 16 nutrition-modified and functional dairy products according to Sirò (2008) : "cheese",
17
"yogurt", "butter", "milk" and "spread". The second set of keywords included the 18 terms: "functional food", "vitamin", "omega-3", "fatty acid", "CLA" (Conjugated
19
Linoleic Acid), "calcium", "antioxidant", "probiotic", "prebiotic", "fiber", "low fat",
20
"light" and "low salt", which refer to the health-related attributes most frequently 21 attached to dairy products (Playne et al., 2003; Sirò, 2008) . Finally, the term
22
"consumer" was added to the queries to identify only studies focusing on heath- The search output initially included 3,617 articles: 895 identified via Scopus, 1,000 1 via Google Scholar, and 1,722 via ScienceDirect. In the first step, the language of the 2 study and the type of publications (e.g. research papers, reviews, and books) were used 3 as selection criteria. In the second step, titles and abstracts of the remaining 2065 4 papers were inspected, retaining only those focusing on issues related to consumer 5 behavior and nutrition-modified/functional foods. In the third step, the remaining 109 6 studies were further reduced by excluding 31 studies that were duplicates, and 36 7 which focused on the sensory profiles of these products without assessing aspects 8 related to consumer behavior. It is worth pointing out that more than half of the 42 9 articles identified to be reviewed appeared multiple times among the final set of 109 10 papers: as the same paper was retrieved by two or all of the three search engines at the 11 beginning of search process. The final list of the 42 articles identified to be included in 12 this review is reported in table 1.
14
Quality Assessment
15
The quality assessment procedure is one of the steps in the systematic literature 
5
The first criterion considered whether the analysis performed was qualitative or 6 quantitative in nature. The adequacy of the sample size used and whether the sample 7 was representative of a specific population group were the second and third criteria 8 considered. The remaining three criteria were whether the study included a theoretical 9 framework, whether confounding factors and biases were accounted for in the 10 empirical analysis performed, and if the outcome variable of the study was measured 11 using a validated measure and/or one objectively quantifiable (e.g. probability to 12 observe an outcome, willingness to pay, Likert scale). For more details see table A.1 in 13 the Appendix.
14
The studies identified were rated as low, medium, or high quality, based upon a 15 combination of the scores assigned to each of the six assessment criteria; equal 16 weighting was given to each criterion. A study was considered as "high quality" if it 17 rated "high" on three or more criteria; "medium quality," if it received two "high" or 18 one "high" and two "medium"; the remaining studies were classified as "low quality." 
Results
23
Table 1 presents a summary of the identified studies' features. The majority of the 24 studies identified (23 out of 42) were ranked as "high" quality, whereas, about three to 5,967 observations, for an average of 1,602; two are longitudinal studies, one is a 7 cohort study, and the remaining studies are based on exploratory research design (focus 8 group interviews). The age of the consumers interviewed ranges from 14 to 90 years of 9 age, with one study only focusing on consumers below the age of 30, and another on 10 consumers above 65 years of age.
11
Generally speaking, the studies identified investigate aspects of consumer behavior 12 by comparing two or more food carriers delivering different health-related properties.
13
The most frequently investigated dairy food carrier, that is, the vehicle where bioactive 14 ingredients can be incorporated or modified (e.g. beverages, bread, cereal, margarine, 15 eggs), was yogurt (30 articles), followed by milk (11), cheese (10) and milk desserts 16 (4). With regard to the health-related attributes, probiotic, 'low fat content', and 17 omega-3 were the most studied (11 articles), followed by antioxidants (5), fiber (4), 18 calcium (4), vitamins (2) and iron (1).
19
In terms of the data analysis techniques used, most of the studies adopted 20 multivariate analysis techniques, such as analysis of variance or regression analysis. There is a general consensus among scholars that being older is positively 10 associated with a higher interest in dairy products with health-enhancing features, and high quality studies using both self-declared and actual purchase data. Mullie et al. 
20
In summary, the majority of studies identified in this systematic literature review 21 suggests that older consumers are more likely to accept willing to try, and to include argued that functional foods differ from "conventional" healthy foods and thus the 6 general health scale was expected to be a weak predictor of consumers' functional food 7 choices. Therefore, they developed and used seven scales to predict the willingness to 8 consume selected functional foods. These authors found that the "perceived reward of 9 improving your own health and performance" best predicted consumers' willingness to 10 use milk added with calcium, blood pressure lowering milk drinks, and low-fat cheese.
11
However, although the perceived reward from consuming functional foods may predict proposed by Pliner & Hobden (1992) . Empirical evidence from high quality studies 21 shows that food-neophobia is negatively correlated with the consumers' willingness to 22 buy probiotic yogurt, whereas it does not affect consumers' willingness to buy other In summary, these studies find that psychological factors contribute to shape 7 consumers' acceptance for nutrition-modified and functional dairy products. is a "natural" addition to the carrier or it is exogenous to it.
22
Given the findings presented above, there appears to be a widespread consensus 23 in the literature that a "natural" match between added ingredient and carrier increases 2010) seem to be the groups who are both willing to pay higher prices for dairy 24 products with health-enhancing features, and to take nutrition and health claims into Second, even though we are aware that taste stimuli play a pivotal role in food 8 choices, and that a functionality/nutrition-modified feature provides added value to 9 consumers as long as it doesn't modify the sensory properties of a food product original The findings of this review also open to the possibility of new avenues of research.
24
In the first place, some of our findings indicate that brand affects consumer's food Last, it should be mentioned that none of the studies reviewed was conducted using 8 methods aimed to improve the realism of choice experiments, such as virtual reality- Krutulyte, R., Grunert, K. G., Scholderer, J., Lähteenmäki, L., Hagemann, K. S., 
Lähteenmäki, L., Lampila, P., Grunert, K., Boztug, Y., Ueland, Ø., Åström, A., & Studies excluded at this stage because focus on medicine, food science and animal science (n=1958).
Studies excluded at this stage (n=67) -duplicated studies (n=31) -sensorial profile of dairy products without information about consumer behavior (n=36) Studies included in this systematic review (n=42) Queries used: 1) "cheese" OR "yogurt" OR "butter" OR "milk" OR "spreadable" OR "functional food" AND "consumer";
2) "low fat" OR "light" OR "low salt" OR "vitamin" OR "omega-3" OR "fatty acid" OR "CLA" OR "calcium" OR "antioxidant" OR "probiotic" OR "prebiotic" OR "fibre" OR "functional food" AND "consumer".
